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RXKr.U'nVK SUMMARY 


RETAIL SHARE: FttU-Pjtloe Segment share held steady in Januaiy; RJR SOM was stehl© versus 
Decemher and declined. 1 point 

YEAR-TO-DATE SRIPMERTS: RJR 3.1% below Plan and down 5.7% from year-ago through 
February; industry shipnients do-wa 4.0% versus i9y6, but consumption is about flat 
OPERATING COBIPANY CONTRIBUTlONt $4 million ahead of Plan throuidi Februazy; forecast on 
Plan at S3Ah million In Plrot Qnaxtert $1,470 million tor Full Year 
CASH FLOW.- Projected on Plan at $1,375 million for 1997 
KEYACTIVtTIBS: 

RED KAMEL national expansion Set for April 
- DORAL introdudug itoprowa advertising m ! 3 econd OuMter 
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FuU-Pilce Segment share held steady at 72.4% of the maifcet in January. 

■ Ne'wport and CAMEL each gained. 1 point versus Deoember 

■ Shares of Marlboro and WINSTON softened slightly, while other ixi^jor Full-Price brands were flat 

In the Savings Segment, XX>RA1/ was stable While OPC pideed up .1 point and Basiogave baeic most 
of Its December share increase. 
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RJR’ct Shate of Market atakUlzed at 25,7% In Jauuaijr. 

■ Among our FuU-Price Tjrands, higher share on CAMEL was outweighed by WINSTON'S loonth-to- 
znonth loss 

■ Slightly Increased Savings share was driven by gains on Forsyth Private Labels 


The MARLIff system now npoits perfonnanoe of Commonwealth Brandsi virtually all of 
Commonwealtli’e .9% Januany share was Montdalr, reoently acquired fVom 
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RJR’« SLuiv of Savings increased .2 point December to Januarv 
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Fciformuiae Venns Key 1997 Shax* Goals 



RJR Pull-Price 
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SHIPMENT PERFORMANCE 


RJR’fi PebtUBty year-to-date shtpttieiita tmr* below Plon by B40 uiUUon nnlta or 3.1%. 

■ All majiuiacturere were affected by grefitor-than-anticipated trade inveotoiy ac^uatments 

■ Additionally, CAMEL’s Pirst Ouarier growth objective lo very aggreueivu and SQUlng rate softness is 

likely to be affecting some RJR brands / 

■ Volume gains versus 1996 were achieved on CAMEL (Total 12.5%, Ex. Regular + 4.6 %) and DORAL v 
(+5.3%) 

ladnstiy shipmenta wen down 4.6% Venus 1996, but consumption Is holding steady. 

■ Trade inventory reductions had an impact on year to-year coiuparisons 

■ RJR shipments were 6.7% belowyear-ago while Loifflard was off .6%, Philip Morris declined 3.0^. 
Brown & Williamson was down n .4 % and Llgeott dropped 22.4% 

■ Current estimates show overall consumption about even wlf^yeai-ago 
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FINANCIAL FORECAST 



Fit&t Quartet Opeiatlui: Ceznpany Contriliatkni forecast on Plan at $380 Tn^tlinn, 
Equal to 1QD6 OCC de^le 1,5 btUiQQ unit volitme decline 




11 Cash Flow expected to be $30 million belnw Plan 

Higher leaf and other inventories, partially gfibet by iavorable timing of state income tax 
ptonnents 
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Net Sales 

Operating Company Contribution 

Operating Margin 


Cash Flow 


■ Fun Venr Operating Company Contribution expected to be on Plan at $1,470 million 
Increase of $20 xnillion or over 1996 peribrinance 

• Cash Flow projected on Plan at $1,375 million 

- Unfavorable turning of excise tax payments ofiGeet by lower state income tax payments 
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BRAKD MASKETINQ 

RED KAMEL National E^anslon S«t for April. 

■ National roU-out of RED KAMEL wUl be oompleted in April with tho brand’s Introduction into pack- 
oriented outlets in six remaining Sales Regions - Atlanta, Byfililp, Detroit, Pittsbursh. Richmond and 

Winston-Salem . ’ ■ - 

K The introduction will be supported with impactflU RED KAMEL point-of-sale matArials and the brand’s 
unique ndvettking i» selected national and r^onal magarines 

a At the same time, retail distribution In several of RED KAMEL'S earlier expansion markets will be ^ 

increased to include all pack-oriented outlets ^ ^ 

DORAL Introdudag Improved Advertising in Secxmd Quarter. lyf ^ 

I Evolutionary improvements in DORAL's advertisbg will be introduced during the Second Quartery V 
with the ohjectlve of further strengthening the brand's Savings Segment leadership 

■ Consumer reaction to the new "Oval* campaign Indicates that it more effectively commumcates the 
benefits that support DORAL^S *Brand that Cares More* positioning while introdudng more emotion 
and projecting a solid *big brand” image 

II Print advertising, including imique non-consecutivc multiple page inseitionB In some magaiines, will 
begin appearing in April; the campaign wUl be extended to point-of-sale and out-of-home media in 
May, and will also be incoiporatcd into future DORAL & Co. relationship marketing mailings 

MooiiU^t Tobacco Adds HOUSE BLEND to Bnnd Lineup, 

■ RJR's Moonlight Tobacco division added HOUSE BLEND to its line of distinctive, art-driven brands on 
March 3 

■ HOUSE BLEND is the £ret dgarette brand deoigncd to eomplcaicnt a cup of cofifee; It does tiut Uwte 
like cofifee, but offers a unique aromatic blend that delivers robust, smooth flavor 

■ HOUSE BLEND, with box packaging and available in jfuU flavor and hghts styles, was introduced in 

limited retail distribution in the six current Moonlight Tobacco markets - New YorV, Chicruio. Seattle. 
Portland, Cleveland and the state of North Carolina ^ 

■ As with the other MoonUght brands, HOUSE BLEND ie being supported by limited print, out-of-home 
and point-of-sale advertising 

■ Concunrent with the HOUSE BLEND introduction, four of Moonlight’s ori^al brands (City, Metro, 

North Stnr and PoUtix) wore retired allowing the unit to focus ite I'esouxOet; gjj wx brands 

OOBT/PERFORMANOB MANAOEUBNT 

Btiriey Tobaooo Furohascs Completed In Strong Maiket, 

M Auction sales of the 1996 Burley tobacco crop have concluded in a market characteiwed by strong 
demand for good quality leaf; total saleo are eotimatod at 626 million pounds, up 10% fiom last yeai 

■ DIMON leaf buyers purchased 27.7 million pounds for RJR (32% less than last year) at an average 
cost of $1.93 per pound, up 4% 

■ For the second consecutive year, the Burley Pool received none of the crop 

■ Auction eales of the 1996 Maryland tobaooo orop, estimated at 10.0 million pounds, began on Much 

4; ell buying companies were active during the first week of sales, and strong demand drove early 
saleB prioes up 8.6% ovar laet yosur m 
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